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INTRODUCTION

Over the past few decades, cookies played a crucial role in
marketing efforts in delivering relevant and personalized
experiences to consumers without knowing their
preferences directly. Heightened privacy regulations are
causing marketers to lose data access they've come to rely
on. This shift in privacy regulations puts more emphasis on
the collection of first-party data. One natural concern for
marketers in this evolving ecosystem is whether first-party
data will have enough signal to overcome some of the data
loss as a result of third-party cookie deprecation.

In this white paper, we will discuss how marketers can
maximize the value of their first-party data using real-time

machine learning technology to target anonymous and first-
time users.
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WHAT ARE FIRST-PARTY AND
THIRD-PARTY COOKIES?

Cookies are small files of information that a web browser
stores In order to track users across the internet. The
purpose of a cookie is to collect and monitor data on user
attributes and user behaviors In order to serve an ad (or
experience) to the right user at the right time. There are two
main types of cookies; a first-party cookie and a third-party
cookie.

First-party cookies are collected and stored on the website
that is being visited. These cookies enable browsers to
remember a user’s password, username, language
preferences, or other settings, making it effortless for users
to login. Since first-party cookies are generated and owned
by the host domain, this data can be utilized by the host to
tailor onsite user experiences. In addition, many websites
now offer opt-in buttons for users to consent to non-
essential first-party cookies, allowing for marketers to use
the first-party data that is being created.

Third-party cookies, on the other hand, are placed on
websites other than the current site that is being visited.
These cookies are used to track consumer behavior across
different sites that businesses use to build out marketing
profiles and targeted ads. Third-party cookies do not offer
any consent when being placed. This creates a lack of
privacy and transparency around how users are being
tracked. Changes in regulations and heightened awareness
around security will result in marketers soon having less
access to third-party cookies for advertising, marketing, and
personalization efforts.
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First-Party Cookies Third-Party Cookies

Does not belong to the

Domain that is being visited . : . ..
Host 9 domain that is being visited
. Users are being tracked on Users across multiple
Tracking . y . .
the site they are visiting websites are being tracked
Collect data, remember user Advertising retargeting,
Purpose settings, cart items, create a cross-site tracking,
better user experience overall user segmentation
Privacy User opt-in None

Overview of the differences between first-party cookies and
third-party cookies

HOW TO ADAPT TO A COOKIE-LESS
FUTURE: Maximize First-Party Data with Cortex

Vidora empowers marketing and adtech teams to deliver
personalized experiences to consumers, while still
preserving their privacy through the use of first-party
consumer data. Our business decisioning platform, Cortex,
transforms first-party consumer data Iinto actionable
decisions for advanced ad segments, increase of down
funnel conversions, onsite dynamic decisioning, next-best-
action, and more.
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https://www.vidora.com/general/dynamic-decisioning-next-best-offer-and-next-best-action/
https://www.vidora.com/general/next-best-action-what-it-is-and-how-its-used/

Cortex Is able to take into account both real-time and
historical data when making decisions. “Real-time data”
refers to user behaviors within the current session, while
“historical” data refers to the user’'s behavioral history from
prior sessions. We've found that blending these two sources
Is critical for maximizing the value of your first-party data.

In addition, teams are able to use their unique first-party
data combined with advanced machine learning techniques
such as look-alike modeling, classification, and prescriptive
uplift modeling to continue creating a tailored wuser
experience. Read more on machine learning techniques
using first-party data that can help move past the demise of
third-party cookies.

REAL-TIME NEXT-BEST-OFFER FOR
ANONYMOUS AND FIRST-TIME USERS

Leveraging real-time data means you can target a wider set
of users — Iin particular, anonymous and first-time users - for
whom historical data isn't available. These users are
Increasing in number as third-party cookies become less
prevalent, making it all the more important to use context
from the current session In order to enable intelligent
targeting.

With Cortex, marketers are able to take advantage of
targeting users in session without the use of any third-party
cookies. This is done by building real-time machine learning
pipelines to predict future behavior and translating these
predictions into actionable decisions.
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https://www.vidora.com/general/real-time-machine-learning-onsite-decisioning-a-best-of-both-worlds-approach/
https://www.vidora.com/general/real-time-machine-learning-onsite-decisioning-a-best-of-both-worlds-approach/
https://towardsdatascience.com/data-science-for-ad-segments-moving-beyond-look-alike-modeling-fc0b97ed8bb6

For example, say we want to create a next-best-offer
experience for anonymous and first-time users. We have
three different promotions that can be shown: $10 off
coupon, $5 off coupon, or no offer at all. The goal is to
promote one of these offers to each user Iin order to
maximize value for the business.

If we wanted to build this next-best-action experience, the
first step Iin Cortex is to create separate real-time future
events pipelines predicting how likely a user is to subscribe
when shown one of these three offers.

L Create a New Real-Time Future Events Pipeline

Review

Does everything look correct?

Pipeline Type: Future Events

Events: Subscribe happens 1 or more times

within 1 hours of Show Promo where Offer is equal to $5 Off

Settings: Likelihood to Subscribe if Shown $5 Off Coupon runs in real-time
tagged with subscribe, $5 Off

Back Create Pipeline

Summary page of creating a real-time future events
pipeline predicting the likelihood of a user subscribing
within one hour of being shown a $5 off coupon.
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Media Account’ Pipelines

Likelihood to Subscribe if Shown $10 Off Real-Time Future ,

5/20/22 Excellent subscribe $10 off
Coupon Events
Likelihood to Subscribe if Shown $5 Off ) Real-Time Future _

5/20/22 Excellent subscribe $5 Off
Coupon Events

Real-Ti Fut

Likelihood to Subscribe if Shown No Offer 5/20/22 eaiime Futre Very Good subscribe  no offer

Events

Three completed machine learning pipelines that are set up
to predict the likelihood of a user subscribing when shown a
$10 off coupon, $5 off coupon, or no offer at all.

After all three real-time future events pipelines are created,
the next step is to translate these predictions into decisions.
This is achievable by creating a decision project within
Cortex, where businesses are able to compare across
multiple pipelines in order to choose the most optimal
decision. In this example, the most optimal output would be
choosing to give the offer that has the highest conversion
probability out of the three pipelines available.
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Define Decisions

How many pipelines should be used to make decisions?

A single pipeline

. A comparison across pipelines Future Events

Which decision rule would you like to use to achieve your goal?

Make decisions based which pipeline gave each user the highest predicted conversion probability
If Likelihood to Subscri... then return show_$10_off
If Likelihood to Subscri... then return show_$5_off
If Likelihood to Subscri... then return  show_no_offer]

® Add another pipeline

Cortex decision project Ul showing how to set up a
comparison across the three different real-time future

events pipelines we created earlier.

Next-Best-Offer Promoting Subscriptions

Goal

Decisions

Settings

Maximize new subscriptions for anonymous, first-time, and existing users by dynamically choosing the best offer to show onsite and in real-time.

Making decisions based on each user's highest predicted conversion probability from pipelines likelihood_to_subscribe_if_shown_no_offer,
likelihood_to_subscribe_if_shown__5_off_coupon and likelihood_to_subscribe_if_shown__10_off_coupon

If likelihood_to_subscribe_if_shown_no_offer return show_no_offer
If likelihood_to_subscribe_if_shown__5_off_coupon return show_$5_off
If likelihood_to_subscribe_if_shown__10_off_coupon return show_$10_off

Accessible via Decision SDK e Project ID 986af1dfffcf5f5e

Summary of the decision project optimizing a real-time
next-best-offer experience for anonymous, first-time, and

existing users.




The final step is to use the Vidora Decisioning SDK to receive
a real-time decision for a particular user when they are
onsite. For instance, a $10 off coupon would be shown to a
user If they had the highest conversion probability to
subscribe when shown this specific offer over the other two
offers available. By leveraging real-time, in-session data,
teams are able to still create a personalized user experience
for anonymous and first-time users without the need of any
third-party cookies.

CONCLUSION

One of our main goals with Cortex is to allow marketers and
adtech teams to maximize the value of their first-party data
and get ahead of the demise of third-party cookies. We want
to make it easy for teams to leverage both their real-time
data and historical data to continue creating a targeted user
experience in a cookie-less world.

If you would like to learn more, please reach out and contact
us at info@vidora.com.
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